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Abstract 
Tourism is the socio-economic phenomenon that contains all the relations in a society in the use of free 
time. The main role of tourism involves strengthening the country's economy. From an economic perspective, the 
tourist is a consumer of goods and customer services. The paper introduces below the main aspects of 
organizational structure in tourism. Approached from the perspective of management, there are two fields of 
tourism activity, but the most important thing is that the management of the company is responsible to ensure 
performance. At the end of the research was reported that tourist activity can be declared effective when the 
manager focuses on communication, to improve the activities of the company with a view to developing it by 
attracting new customers. 
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1. The concept of tourism and its organization at the economic level 
  Tourism is broadly defined as the socio-economic phenomenon which contains all the relations in a society 
in the use of leisure time, both within individual countries and the flow of spiritual values and material exchange 
between countries. Among such issues, a special place has been and still is occupied by the definition of the stage 
reached by the complex of tourist activities within the national economy [ 1, p. 10.] 
  A first attempt to define tourism as social and economic phenomenon belongs to E. Guy Treuler and dates 
back to 1880. According to his opinion tourism is “a phenomenon of modern times based on the increased need for 
restoration of health and environmental change, of growing the feeling of responsiveness to the beauties of nature ... 
a result of trade development and improvement of means of transport. “ [3, p. 13.] The role of the concept of 
tourism is important for a country’s economy regarding the complexity of this phenomenon, the scope of activities 
necessary for its emergence, maintenance and development. 
  Tourism contributes to the strengthening of the economy, through the diversification of the economic 
activities, by creating new possibilities for the use of labor, by participating in creating the national income or by 
increasing export volume [2, p. 24-26.]. 
  Tourism has the ability to capitalize and exploit the natural economy and climate, as well as the history and 
folklore of the civilization. If there is no tourist activity, the nature, the culture and the history of a country will 
never be able to make a business able to generate income. Thus, tourism responds to the imperative of the 
economy’s balanced growth, the primary concern of all countries which address multilateral and complex economy. 
If tourism was long considered a negligible activity, today more and more are those who recognize its important 
role. 
  For the developed countries, tourism has become a major export, and for the developing countries tourism 
is now a source of revenue that facilitates the purchase of products from industrialized countries. Apart from the 
additional benefits derived from the expansion of international tourism, it has to be mentioned another advantage of 
the tourism which is that it brings income stability which derives from this activity, compared with the fluctuations 
in income of the trade with various products. Through tourism, a considerable material basis of accommodation and 
food, transportation and communication routes is valued in local or foreign currency. 
  Tourism provides the market for various types of products and services that can not be exported, either 
because they are highly perishable or that are less in demand on the international market. Tourism is, therefore, an 
additional factor stimulating growth and diversification, an important source of financial investment necessary for 
the development of emerging economies.  Tourism plays an important role in terms of labor utilization. 
  Research carried out in this regard show that 2-5% of the country's active population is occupied with 
tourist activity in the tourism sector (Switzerland, France and Austria - 5.%, England - 4%) and that every thousand 
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of visitors staying at the  hotels in a region leads to the creation of 279 tourism service offers  within the actual 
tourism and 107 in activities directly derived from the tourist activity.  
In terms of economic development, tourism can foster more direct use of labor compared with other branches. Given 
the fact that the mechanization opportunities are limited in services, there is obvious importance of human labor in 
tourism activity, which is essentially a service activity. Another aspect of the role tourism plays in the national 
economy refers to the implications it has in a country's economic cycle. 
  Economically, the tourist is a consumer of goods and customer services. A part of the funds made through 
this consumption, is directed towards some generated or direct factors of the tourist economy, as income, another 
part goes to the state budget as taxes, fees, etc. and the third part is sent to various branches of the economy for 
previous services. Thus, the direct action of tourism on the national income is manifested through the influence of 
tourist expenses on productive sectors of activity. 
  The process of income expansion occurs primarily in these areas, and then is transmitted to various other 
sectors through successive entries of money in, leading to indirect effects, namely derived income. On the social 
level tourism provides access to the treasures of civilization and the beauty of the society, facilitating the exchange 
of opinions, ideas, thoughts directly contributing to the formation of intellectual individuals, to understanding and 
cooperation. It has the potential to contribute to promoting social development through its effects on the 
employment plan, income redistribution and poverty alleviation, leading to a vast material and human potential with 
profound implications on the evolution of the whole society [8, p. 13-14]. 
  The organization of all the tourist activities is carried out by different economic agents. The economic 
agents can be corporate agents, organizers of state-owned, private, foreign-owned, cooperative or joint-owned 
companies, family associations and individuals who provide services specific to this activity: hotel, catering, 
transport, leisure, entertainment, spa treatment and other similar services [10, p. 24]. Following the European 
regulations, the Romanian legislation requires the licensing of all businesses working in tourism and of the 
intermediaries participating effectively in marketing tourism products. 
  Individuals providing the operative management of a travel agency or tourist reception structures must have 
tourism patent, which proves its professional capacity. Tourist actions initiated at the local level by local authorities 
must also be part of the middle or long term tourism development strategy and follow specific rules for all the forms 
of tourism carried out in Romania (Stanculescu G. 2002). 
  
  2. Management issues specific to the organizational structure of tourism 
  2.1. The horizontal dimension of the organizational structure of tourism 
  Specialization is a process through which the general activities of the organization are divided into smaller 
tasks or components [4, p. 24]. In order to understand the specialization process it is to be followed, for example, the 
evolution of an organization from the functions / tasks of a person to the creation of jobs, departments and divisions. 
  Functional Organizational Structure  
  This method groups similar positions that are needed to produce and sell a service. Functional structures 
typical of small tourism enterprises are simple and operate in a simple and stable environment. Their major 
advantage is conferred by efficiency and economies of scale resulting from grouping specialists included in each 
function. These specialists can reach the advanced development of their skill (Stanculescu G. 2002, p. 32-33). 
  The main disadvantage is the difficulty of developing inter-departmental communication, cooperation and 
coordination. The tendency of specialists in a functional department is to focus on their department's pursuit of the 
objectives, rather than cooperate with other functional departments in pursuing the objectives of the enterprise. 
These difficulties of coordination can increase the response time to environmental threats and opportunities. 
  Structure based on autonomous units 
  As a company becomes larger and more complex regarding the supply side, there is a tendency for it to 
transform the organization from a functional structure into a structure composed of autonomous units. This type of 
structure groups, under a single manager, work stations whose occupants do different types of work, but focus on: a 
distinct service or group of services, a particular client or a specific customer group and geographic area. 
  Structuring a business in autonomous units means that a large organization with a specific functional 
structure is “broken” in a number of smaller firms, each incorporating its own set of functional and operational 
activities such as making its own accommodation or marketing compartment. 
  Hybrid Structure 
  A hybrid organizational structure incorporates autonomous units and functional departments, centralized 
and located in the headquarters. A strength of this type of structure is that it takes the advantages of the 
concentration and coordination of autonomous units and it has functional departments at central level. 
  Matrix structure 
  This type of grouping is achieved by simultaneous use or by mixing the functional structure and the 
autonomous units. A feature of this new type of structure is that some workers have to report to more than one 
person and not to a single manager. The purpose of this complex structure is to achieve a balance of authority 
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between the heads of product and functional managers. Matrix organizational structure is designed to force 
collaboration between product and functional managers. 
 
  2.1. Vertical dimension of the organizational structure of tourism 
  The continuous vertical lines connecting squares and rectangles in an organization represent the 
relationships of authority. Occupants of a high position have the authority to direct and control the activities of the 
occupant in a lower position without having to obtain prior approval from his superior. A major role of vertical lines 
of authority in an organization is to describe how the specialized positions are coordinated [5, p. 14]. Analyzing the 
relationship with authority is required to take the following types of decisions: 
  1. Management should ensure that, there are people with sufficient authority to carry out their tasks well in 
the positions which are important to the performance of key sectors. 
  2. Because there is a limitation of stations that a manager can supervise an important decision concerns the 
number of posts which are subordinated to a single manager. This refers to the scale of control or the management’s 
scope of authority. 
  3. Assuming that a company has, from top to bottom, seven levels of management, by removing the middle 
management positions will result a more reduced specialization, and control will increase. 
An autonomous unit provides the opportunity to delegate authority, enabling product managers to have considerable 
authority over their smaller businesses and make them more accountable for actual results (Stanculescu G. 2002, p. 
37).  
 
  3. Analysis of strengths and weaknesses of a tourism company organisation 
  3.1. Analysis of the strengths of a tourism company 
  Because organization charts are designed to support the achievement of objectives, it is important to 
identify the positions in a company which are responsible for each activity; it is also important to clarify the 
relations between positions: who has authority over whom, who has the power to order one activity or another. 
Important characteristics of an organization are: to explain how the business is conducted and each employee’s 
position, to determine the number of departments and the managerial levels. 
  The organizational development process can cause managers to carefully distinguish and resolve latent 
differences of labor and coordination problems, as well, to identify potential sources of conflict or areas where there 
is an unnecessary duplication of effort. 
  3.2. Analysis of issues to be improved at the organizational level of tourism firms 
  The actions of many rational managers very often lead to unintended consequences. The design and use of 
an organization are no exception. Among the points to be improved, the most important are (Stanculescu G. 2002, p. 
38-39): has an optimistic way of seeing how should be the relations between different components and does not 
reflect the officially-prescribed manner of operation of the horizontal links.. 
 
  4. Communication at the level of tourism organizations in the current economy 
  Organizational communication is the process of transmitting information from one person to another 
through symbolic messages - sounds, letters, numbers and other signs, words, facial expressions, gestures - that 
serve mutual understanding of their staff in order to achieve their individual purpose and those common to the whole 
organization [6, p. 46]. In all organizations, which have reached a stabilized level of development, there are current / 
formal communication channels - which are established through written documents - and the formal documents 
must be strictly respected by the employees [7, p. 108]. 
  The conclusion is: within the services company everything is a message for the consumer, “everything 
talks”. 
  Services companies are interested in increasing communication with consumers, making use of media 
mentioned, but given their specific services, the possibility to control the message is quite low.  
  The complexity of the company’s problem of communication, the diversity of the capabilities, requires the 
need for a communication strategy which is compatible with the firm’s synergy. 
  In conclusion, all these efforts to identify employees with the interests of the company amounts to a system 
of informal objective and demanding control. From the perspective of certain specialists any act of communication 
consists of six elements: sender, encoding, message, channel, medium, decoding, disturbance, language, receiver, 
reverse connection (feedback) and context. These elements help define the social personality of the tourism 
company, but can also provide reliability, security, prestige, efficiency, in all actions [9, p. 111-112]. All these are 
embodied in what is called the image of the organization, no matter if the perception is different from employees to 
customers. Thus, the main objectives of communication are presented in the following figure.. 
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Figure: The objectives of communication in the tourism agencies [9] 
  
  These formalized rules and regulations are well known and implemented in the sectors of the tourism 
industry (for example: compulsory uniform for catering staff, hotel units and why not for all the other categories of 
employees who have contact with tourists). 
  In addition to all these aspects can be pointed out that the regulations of the hotels prohibit receptionists to 
smoke during office hours, another form of prohibition may refer to the place of settlement of employees, i.e. they 
will not have to sit behind the reception desks during work, and the list goes on according to each hotel’s 
regulations. In our country, the internal clientele of hotels seems not to give particular importance to all these 
aspects; they are too accustomed to their failure. 
 
 4.  Conclusions 
  Tourism contributes to strengthening the country's economy by diversifying the economic activities, by 
creating new possibilities for the use of labor, by participating in creating national income or increasing export 
volume. 
  For the developed countries, tourism has become a major export, and for the developing countries tourism 
is now a source of revenue that facilitates the purchase of products from industrialized countries. Apart from the 
additional benefits derived from the expansion of international tourism, it has to be mentioned another advantage of 
the tourism which is that it brings income stability which derives from this activity, compared with the fluctuations 
in income of the trade with various products.  
  Business entities are required to use only specialized staff for services involving liability regarding tourist 
protection.  Therefore, the professions specific to tourism activities are those included in the classification of 
occupations in Romania, namely in the nomenclature of qualifications for occupations and functions in the hotel and 
tourism activities in Romania.  
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